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$29 million for 1964 football 

That's what networks, stations pay,- advertisers 
eager to spend over $90 million to bring their 
products to the attention of pro and college fans 


On June 27 the 1964-65 football 
season began with a game between 
graduated collegians telecast by ABC- 
TV from Buffalo. By current broad¬ 
casting standards, the $50,000 the net¬ 
work paid for rights to the coaches 
All-America game was modest. But it 
stands as an excellent example of the 
power of the pigskin. 

For the current season, the radio-TV 
networks will spend $27,309,000 for 
rights to football games; collegiate, pro¬ 
fessional and the championship Cana¬ 
dian game. In addition. Broadcast¬ 
ing’s annual survey shows that the 22 
teams of the American and National 
football leagues will get $935,000 in 
radio rights, and 156 colleges will get 
$1,175,650 in rights from the 1,748 
stations carrying their games this fall. 
The total broadcasting rights are $29,- 
419,650—exclusive of televised profes¬ 
sional exhibition games. Last year rights 
sold for less than $15 million (Broad¬ 
casting, Aug. 19, 1963). 

There appears to be no lack of spon¬ 
sors to foot the mammoth bill. There 
are 49 sponsors already on network ac¬ 
count books and only a few isolated 
games remain to be sold. These spon¬ 
sors and the hundreds of local and re¬ 
gional accounts buying the college and 
pro radio broadcasts plus those adver¬ 
tisers who have signed contracts for 
pregame, post-game, half-time shows 
and spot adjacencies, are expected to 
spend more than $90 million this year. 

Big Buys ■ This was the year of big 
contracts in football with CBS-TV’s 
purchase of NFL rights for $28,2 mil¬ 
lion for two years leading the list. Then 
came NBC-TV with its $36 million pur¬ 
chase of AFL games. But that five-year 
contract doesn’t begin until 1965. NBC- 
TV had the third high figure with its 
$13,044,000 bid for two years of Na¬ 
tional Collegiate Athletic Association 
games, CBS-TV got the NFL Cham¬ 
pionship game for $1,8 million on a 
two-year contract. 

Once the professional and collegiate' 
conference games were taken care of, 
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the networks did some switching of 
bowl games through the magic medium 
of money. 

The Orange Bowl from Miami, which 
spent three years on ABC-TV, after a 
long tenure with CBS-TV, went to 


NBC-TV in January for a reported 
$300,000 a year on a three-year con¬ 
tract, The switch gave NBC-TV a 
three-bowl line-up on Jan. 1 and the 
network announced that the Orange 
Bowl would become a night game dur- 


What networks pay for radio-television rights 


ABC Radio 

Notre Dame football 

$ 75,000 

Sept. 26 

ABC-TV 

Coaches All-America game 

50,000 

June 27 


College All-Star game 

175,000 

Aug. 7 


American Football League 

2,600,000 

Sept. 13 


Grey Cup game (Canada) 

25,000 

Nov. 28 


Liberty Bowl 

100,000 

Dec. 19 


Bluebonnet Bowl 

125,000 

Dec. 19 


North-South game 

50,000 

Dec. 25 


AFL Championship game 

(1) 

Dec. 26 (tent,) 


Gator Bowl 

125,000 

Jan. 2 


AFL All-Star game 

(1) 

Jan. 3 (tent.) 


Hula Bowl 

25,000 

jan. 9 (tape) 

ABC-TV Total 


$3,275,000 


CBS-TV 

Hall of Fame game 

$ 25,000 

Sept. 6 


National Football League 

14,100,000 

Sept. 13 


NFL Championship game 

1,800,000 

Dec. 27 


Cotton Bowl 

225,000 

Jan, 1 


NFL Playoff Bowl 

200,000 

Jan. 3 

CBS-TV Total 


$16,350,000 


MBS 

Army-Navy game 

$ 25,000 

Nov. 28 

NBC-TV 

NCAA college games 

$6,522,000 

Sept. 12 


Blue-Gray game 

17,000 

(2) 


Jr. Rose Bowl 

20.000 

Dec. 12 


Sun Bowl 

50,000 

Dec. 26 


Sugar Bowl 

175,000 

Jan. 1 


Rose Bowl 

275,000 

Jan. 1 


Orange Bowl 

300,000 

Jan. 1 


East-West Shrine game 

100,000 

Jan. 2 


Senior Bowl 

50,000 

Jan. 9 


NFL Pro Bowl 

75,000 

Jan. 10 

NBC-TV Total 


$7,584,000 


Networks total 


$27,309,000 



(1) The AFL championship and all-star games are part of a package in¬ 
cluding the AFL regular season games. 

(2) Although NBC-TV will not carry the game, it is fulfilling contractual 
obligation. 
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ing its stay on NBC-TV. 

The Liberty Bowl, which had been 
playing to slim, cold December crowds 
in Philadelphia during its first five sea¬ 
sons on NBC-TV, went over to ABC- 
TV and the warm interior of Atlantic 
City’s Convention Hall for $100,000 on 
a one-year contract with options. 

ABC-TV also got two bowl games 
from CBS-TV; the Gator Bowl from 
Jacksonville, Fla., for $125,000 on a 
three-year contract, and the Bluebonnet 
Bowl from Houston for $125,000 on a 
three-year contract. The network also 
contracted for the Hula Bowl from 
Honolulu for $25,000. The game will 


be played and taped on Jan. 8 and seen 
on the mainland the following day. 

NBC-TV also added the Sun Bowl 
from El Paso to its line-up, signing a 
three-year contract at $50,000 annually. 
Although the network will not show the 
Blue-Gray game from Mobile, Ala., 
again this year, it’s $17,000 yearly con¬ 
tract runs through 1966 (Broadcast¬ 
ing, Nov. 18, 1963). 

Anxious Advertisers ■ All the switch¬ 
ing around and higher purchase prices 
apparently has not been a deterrent in 
the marketplace. CBS-TV sought $60,- 
000 a minute for NFL sponsorship 
and has had little difficulty in bringing 
back the account line-up it had in 1962- 
63. 

Within 48-hours after announcing its 
NCAA purchase, NBC-TV reported 
the season schedule had been sold out 


to four sponsors. 

Although there are some openings in 
some of the network schedules, only the 
Hula Bowl and Grey Cup game on 
ABC-TV and Junior Rose Bowl on 
NBC-TV have no one on the dotted 
lines. 

The big network buys have again 
come from Ford through J. Walter 
Thompson and Philip Morris through 
Leo Burnett. Each has one-quarter of 
the NFL season (including the Playoff 
Bowl) and NFL Championship on CBS- 
TV, and NFL Pro Bowl on NBC-TV. 

Chrysler and General Cigar through 
Young & Rubicam, Gillette through 


Maxon and Texaco through Benton & 
Bowles each have one-quarter of NBC- 
TV’s NCAA schedule. In addition 
Chrysler is on NBC-TV’s Rose Bowl, 
General Cigar was with ABC-TV’s 
Coaches All-America game, Gillette 
had last Friday’s (Aug. 7) College All- 
Star game on ABC-TV and will be on 
the Rose Bowl. 

Although there are no tri-network 
purchases this year, several accounts 
are on two networks: Bristol-Myers 
through Doherty, Clifford, Steers & 
Shenfield; Carter Products through Sul¬ 
livan* Stauffer, Colwell & Bayles; Col¬ 
gate-Palmolive through Ted Bates; 
Georgia-Pacific through McCann-Erick- 
son; Goodyear through Young & Rubi¬ 
cam: Hartford Insurance through Mc- 
Cann-Marschalk; Mennen Co. through 
Grey Advertising; Pabst Brewing 


through Kenyon & Eckhardt; R. J. 
Reynolds through William Esty; Schick 
Safety Razor through Compton; Sun 
Oil through Esty, and United Motors 
Division of General Motors through 
Campbell-Ewald. 

Whafs Ahead? ■ Even though the 
pros and collegians are enjoying their fi¬ 
nancial boom from broadcasting, 1964 
may prove to be a harbinger of theater 
and pay TV to come. 

In May the Chicago Bears announced 
that National General Corp. of Los An¬ 
geles would feed six home games, 
blacked-out by the network, to two the¬ 
aters with a combined seating capacity 
of 9,400 (Broadcasting, May 18). The 
move by the Bears was the first instance 
of a team taking advantage of the 
clause in the new NFL-CBS-TV con¬ 
tract, which allows a team to put its 
home games on theater TV if they are 
sell-outs. The Bears play in Wrigley 
Field with a capacity of 45,800 and 
are sold-out in virtually every game. 

Last Thursday (Aug. 6) it was an¬ 
nounced that NGC and the Detroit Li¬ 
ons had contracted for four home games 
to be shown in three theaters with a 
seating capacity of 7,511. The Lions 
play in Tiger Stadium with a football 
capacity of about 60*000. 

Although the two Midwest clubs are 
the only ones to sign for theater TV to 
date this year, NGC, Theater Network 
Television and Teleprompter all say they 
have made overtures to NFL clubs. 

Allen V. Martini, vice president 
sports programs for NGC, said last 
week that besides the Bears and Lions 
another team will “definitely” be pre¬ 
sented by NGC this year. He said there 
could be others. In all cases the teams 
will get a percentage of the theater take 
with theater tickets priced the same as 
the stadium. The home team gets 60% 
and the visitors 40% after 2% is taken 
out for the league. 

Nathan Halpern, president of TNT, 
said he has “talked to a few NFL 
teams,” but isn’t ready for any an¬ 
nouncement yet. He said the early an¬ 
nouncement of the Bears-NGC agree¬ 
ment was necessitated by need for early 
publicity since the seats are being sold 
on subscription basis. He added that 
there appears to be only “a few teams” 
in the NFL that would consider a full 
schedule or substantial commitments 
with theater TV, but there may be nu¬ 
merous instances of “foot-wetting” by 
teams who want to see how it works. 

The Eidophor system, which is dis¬ 
tributed by TNT, he said, is the system 
NGC will use for the Bears. It is the 
same system used in Chicago for last 
season’s NFL championship game. 

Teleprompter said it has made pres¬ 
entations to several teams but has not 
signed any. 

The New York Giants, Green Bay 
Packers and Baltimore Colts are all 



The rising importance of the games 
of the American Football League as 
television entertainment focused at¬ 
tention on the 1963 league champion 
San Diego Chargers. They were led 


by All-AFL quarterback- Tobin Rote 
(18), protected here by Pat Shea (64) 
use guard, Keith Lincoln (22) Wash¬ 
ington State fullback and Ron Mix 
(74) use tackle. 
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These sponsors pay for the fo 

American Oil Co. (D’Arcy) 

CBS 

NFL 

Aetna Casualty (Remington) 

NBC 

Sun, Sugar bowls 

P. Ballantine (Esty) 

CBS 

NFL, Hall of Fame, 
NFL Champion¬ 
ship 

Black & Decker (Van Sant, Dugdale) 

CBS 

Hall of Fame 

Bristol-Myers (DCSS) 

ABC 

Coaches All-Ameri¬ 
ca, AFL Score- 
board, Liberty, 
Bluebonnet, Gator 
bowls, North- 
South Game. 


CBS 

Cotton Bowl 

Carter Products (SSC&B) 

ABC 

Liberty, Bluebonnet, 
Gator bowls, 
North-South 
game. 


CBS 

NFL pregame, Cot¬ 
ton Bowl 

Champion Spark Plugs (JWT) 

ABC 

AFL 

Chrysler (Y&R) 

NBC 

NCAA, Rose Bowl 

Colgate-Palmolive (Bates) 

CBS 

Hall of Fame 

NBC 

Senior, Sugar bowls 

Consolidated Cigar (PKL) 

CBS 

NFL post game 

Dodge (BBDO) 

NBC 

Orange Bowl 

Falstaff Brewing (D-F-S) 

CBS 

NFL, NFL Champion¬ 
ship, Hall of 

Fame 

Firestone (C-E) 

CBS 

NFL, NFL pregame 

Ford (JWT) 

CBS 

NFL, NFL Champion¬ 
ship 


NBC 

NFL Pro Bowl 

General Cigar (Y&R) 

ABC 

Coaches All-America 

NBC 

NCAA 

General Mills (Knox-Reeves) 

ABC 

AFL scoreboard 

General Motors (C-D 

CBS 

Cotton Bowl 

Georgia-Pacific (M-E) 

ABC 

Coaches All-America 

NBC 

Sugar Bowl 

Gillette (Maxon) 

ABC 

College All Star 


NBC 

NCAA, Rose Bowl 

B. F. Goodrich (BBDO) ABC Radio 

Notre Dame 

Goodyear (Y&R) 

ABC 

AFL, Coaches All- 
America, College 
All Star 


CBS 

NFL, Cotton Bowl 

Hamilton Watch (Grey) 

CBS 

NFL pregame 

Hamm's Brew. (C-M) 

CBS 

NFL, NFL Champion- 




Hartford Ins. (M-M) 


Heritage House (Wermen & Schorr) 
P. Lorillard (Grey) 

Marathon Oil (C-E) 

Mennen Co. (Grey) 


National Brew. (Doner) 


ABC 

CBS 

CBS 

CBS 

CBS 

ABC 

CBS 

CBS 


Norelco (LaRoche) 

Pabst Brewing (K&E) 

Pearl Brewing (Tracey-Locke) 
Philip Morris (BurnetD 

Polaroid (DDB) 

R. J. Reynolds (Esty) 

Savings & Loan Foundation (M*E) 
Schick Safety Razor (Compton) 

Schlitz Brewing (Burnett) 

Schmidt Brewing (B&B) 

Skll Corp. (F&S&R) 

Socony Mobile (Bates) 

Std. Oil Calif. (BBDO) 

Sun Oil (Esty) 

Texaco (B&B) 

Union Carbide (Esty) 

United Air Lines (Ayer) 

United Motors Div. GM (C-E) 


Wiedmann Brew. (DCSS) 
J. B. Williams (Parkson) 


ABC 

NBC 

ABC 

CBS 

NBC 

CBS 

ABC 

NBC 

NBC 

ABC Radio 
MBS 

ABC 

CBS 

ABC 

CBS 

CBS 

ABC 

CBS 

NBC 

CBS 

CBS 

ABC 

NBC 

CBS 


Coaches All- 
America 
Cotton Bowl 

Hall of Fame 

Cotton Bowl 

NFL 

Bluebonnet Gator 
bowls, North- 
South Game 
NFL post game 

NFL, NFL Champion¬ 
ship, Hall of 
Fame 


CBS NFL 


College All Star 
Senior Bowl 

AFL 

NFL, NFL Champion¬ 
ship 

NFL Pro Bowl 
NFL 

AFL, College All 
Star 

East-West Shrine 

East-West Shrine 

Notre Dame 
Army-Navy 

Coaches All- 
America 

NFL, NFL Champion¬ 
ship, Hall of 
Fame 

AFL Scoreboard 

NFL Championship 

NFL 

AFL 

NFL 

NCAA 

NFL, NFL Champion¬ 
ship 

NFL pregame 

Liberty, Bluebonnet, 
Gator bowls, 
North-South Game 
Sugar Bowl 

NFL. NFL Champion¬ 
ship 

AFL 

NFL pregame 



considered prime prospects for theater 
TV testing, if not full use. Their sta¬ 
diums are sold out more often than 
most other NFL clubs. Don Kellett of 
the Colts told Broadcasting last week 
that his team has been approached by 
“a half dozen” theater-TV people and 
has turned them all down. He said if 


the Colts do anything this season it 
might be a one-game test. Although, 
Mr. Kellett said, this appears unlikely 
now, the Colts will take another look 
when the season opens. 

The theater-TV movement appears 
confined to the East and Midwest cur¬ 
rently. Bur on the West Coast Sub¬ 


scription Television Inc. is attempting 
to do home games of the four Califor¬ 
nia member schools of the Athletic As¬ 
sociation of Western Universities 
(Broadcasting, May 18). 

The negotiations between STV and 
the four schools have been approved by 
the NCAA whose two-year contract 
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with NBC-TV allows experimental tele¬ 
vising of college games on pay 'I'V. 
Talks have been restricted to the Uni¬ 
versity of California at Los Angeles, 
the University of Southern California, 
the University of California at Berkeley 
and Stanford University because these 
schools are in proximity to Los Angeles 
and San Francisco, the only cities that 
STV is wiring at present. 

Although it will take a couple of 
weeks before loose ends are tied up, 
STV expects to get the go-ahead and 
will show 13 or 14 games, with some 
carried in both cities. Approval is nec¬ 
essary from the other four AAWU 
members since they will be playing in 
some of the games. 

Miami Contract ■ In Miami last 


week, wtvj(tv) signed a five-year, $10,- 
000 contract with the University of Mi¬ 
ami to show the team’s road games. 
Subject to NCAA approval, the con¬ 
tract follows by two weeks the an¬ 
nouncement of plans for Telemeter- 
wired pay-TV systems in Miami, Atlan¬ 
ta, Dallas and Houston (Broadcasting, 
July 27). 

Atlanta is also considered a prime 
candidate for AFL expansion. The 
NBC-TV-AFL contract calls for an ad¬ 
ditional $2 million to the basic $36 mil¬ 
lion contract, if and when expansion 
occurs. It’s anticipated that a two-team 
expansion will take place around 1968, 
the fourth year of the contract. 

New Orleans, also being considered 
for an AFL team, will get a chance to 
show how it turns out for a nationally 
televised pro game when the AFL holds 
its All-Star game there in January. It 
marks the first time in the league’s five- 
year history that it will play a scheduled 
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game in a nonleague city. 

No matter where the games arc 
played the networks this year anticipate 
record production and line costs. The 
combined tri-network costs for ail foot¬ 
ball scheduled between now and mid- 
January will be about $7.5 million. 

Much of the production increase is 
tied into more equipment, more shows 
and more personnel. ABC-TV, which 
will show 37 AFL games to a 165-live 
station network (three get a delayed 
feed), will have seven cameras at most 
games with six in other games. One of 
the cameras will be the end-zone orthi- 
con suspended from a crane and an¬ 
other will be isolated and follov/ a play 
for possible video tape replay. The 
camera was first used nationally on the 


Coaches All-America game. 

Video tapes of highlights will also be 
shown during time-outs and at half¬ 
time. Quarterbacks and referees will 
be wired, where possible, for live pick¬ 
up from huddles and on penalties. 

Announcers for AFL games will be 
teams of Curt Gowdy and Paul Christ¬ 
man, and Charlie Jones and George 
Ratterman. 

CBS-TV’s innovations this year in¬ 
clude NFL doubleheaders on five dates, 
although no more than three double- 
headers will be seen in any league city. 
Other additions are two live, 15-minute 
shows done from each station. The 
pregame show will be live and taped 
and will include field activity, inter¬ 
views, schedule and standings. The 
post-game show will include interviews, 
taped highlights of the second-half, 
other scores and standings. 

There will be seven cameras in use at 
each stadium (there were four last sea¬ 


son) and one of these will be isolated 
and feed one of two video tape record¬ 
ers (one video tape recorder was used 
last year). 

'I'hc network is setting up a TV room 
in each stadium for origination of the 
pre and post-game shows. It may also 
be used for supers during the game and 
as an announce position to report on 
other league games. 

The change of which viewers will be 
most aware involves new talent ar¬ 
rangements by CBS-TV. The home- 
team announcers will handle the pre 
and post-game shows. During the first 
half the visiting team announcers will 
do the play-by-play and color and the 
home-team’s play-by-play man will be 
in the TV room on an interlink con¬ 
necting all stadiums in the NFL. The 
color man for the home team will be on 
the field, giving sideline information. At 
half-time, the on-air teams switch posi¬ 
tions. 

The innovations, CBS-TV reports, 
will triple its production costs over 
1963. The network feeds 211 stations 
on 12 regional networks. 

NBC-TV said it planned pre and 
post-game shows around its NCAA 
schedule and planned to show 14 col¬ 
legiate games in color this season. The 
14 include the three bowl games on 
Jan. 1. The network will feed NCAA 
national games on nine dates and four 
regional games on each of five dates. 
Announcers and other production plans 
were not reported by last week. 

In addition to the network telecasts, 
John Vrba, president of The Fourth 
Network, said last week that he would 
supply 2V^-hour tapes of 11 Canadian 
professional football games to U. S. TV 
stations on a co-op basis. The games 
will be taped by the CTV network in 
Canada with a special audio track. The 
games will start Sept. 12 and run to 
Nov. 21. Already signed are wgn-tv 
Chicago and wtcn-tv Minneapolis-St. 
Paul. Mr. Vrba said he expects to sign 
two New England stations shortly. 

Domestic TV rights to Canadian foot¬ 
ball games were purchased by Bouch¬ 
ard, Champagne and Pelletier, a Mon¬ 
treal agency, for $950,000 for two 
years. The price is $54,000 more than 
paid under the previous two-year con¬ 
tract owned by Glen Warren Produc¬ 
tions Ltd. and cfto-tv, both Toronto. 

IMATIOIMAL LEAGUE 

Baltimore Colts ■ A 30-station radio 
network covering Maryland, Pennsyl¬ 
vania, Virginia, Delaware, West Vir¬ 
ginia, North Carolina and Washington, 
D. C., will be fed the Colts’ preseason 
and regular games by wbal Baltimore. 
National Beer through W. B. Doner will 
be one-half sponsor on the network. 
The second half will be sold locally. 
For the 11th year wbal will carry its 
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Football successful for General Cigar 


General Cigar Co.’s one-quarter 
sponsorship of NCAA college foot¬ 
ball for the past two years—and re¬ 
newed this year on NBC-TV with 
option for next year—has proved 
“very successful,” the company’s vice 
president-director of advertising, 
George Reichart, said Thursday. 

The major cigar firm was heavy in 
print media early this year to de¬ 
scribe new packaging details but will 
wind up this fall with a heavy com¬ 
mitment in television, including spot. 
The company has increased its ad¬ 
vertising budget to about $11 million 
and 65% of this will go into TV. 

In addition to NCAA football Gen¬ 
eral Cigar has bought two units of 
the NBC-TV Huntley-Brinkley show 
to sell its prestige Corina cigar. 


handled by Edward H. Weiss agency, 
Chicago, as well as its White Owl 
cigar, long identified with sports 
broadcast sponsorship and handled 
by Young & Rubicam, New York. 

TV spot in 19 major markets will 
be used also for Corina, which for 
the first time undertakes sports spon¬ 
sorship via participations in pre¬ 
season games of the St. Louis Cardi¬ 
nals football on kmox-tv there. 

General Cigar pioneered in ra¬ 
dio over 30 years ago and still uses 
it, especially for its Wm. Penn cigars 
through Young & Rubicam. 

“We especially like to sponsor 
sports programs,” Mr. Reichart said, 
“because the caliber of programing 
is consistent. We’re not gambling 
with sports.” 
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5-minute Monday Morning Quarter¬ 
back with Keith MoseletV, Colts' chief 
scout. Pre and post-game shows are 
not yet set. Chuck Thompson, Frank 
Messer and Joe Croghan will announce 
the games. 

Wmar-tv Baltimore will carry two 
exhibition games with one-half sold to 
National Beer and the other half sold 
locally. The station has two 15-minute 
pregame shows set: Inside Football 
with Bob Williams, sponsored by Coca- 
Cola through McCann-Erickson and 
Football Preview with Jim Mutscheller, 
Colts’ end coach, sponsored by Norelco 
through C, J. LaRoche. Mr, Thomp¬ 
son and Billy Vessels will do the play- 
by-play and color on TV. 

Chicago Bears ■ The Bears will again 
be without a radio network but will be 
heard on won Chicago in three presea¬ 
son and 14 league games, American 
Oil Co.’s Standard Oil of Indiana divi¬ 
sion owns the basic rights which they 
have held for 18 years and will spon¬ 
sor one-half through D’Arcy. The 
other half will again be sponsored 
by Heilman Brewing Co, for Old Style 
Beer through McCann-Erickson. Fair- 
field Savings & Loan through Charles 
Elwen Hayes Advertising returns as 
sponsor to the warmup show and 
Household Finance through Needham, 
Louis & Brorby will again sponsor the 
post-game Scoreboard. Jack Brick- 
house will handle the radio play-by-play. 

Wbbm-tv will telecast four of the 
five preseason games. The games will 
be fed live and taped for showing later 
the same day. The four games will be 
sponsored by Heilman Brewing, one 
half; and a quarter each by Honda mo¬ 
torcycles through Tobias & Olendoerf 
and Allstate Insurance through Leo 
Burnett. George Connor and Billy 
Wells will cover the preseason games, 
and Jack Buck and Mr. Connor will do 
the play-by-play and color for the net¬ 
work games. 

Cleveland Browns ■ Were Cleveland 
will again originate Browns’ games to a 
55-station radio network in Ohio, Indi¬ 
ana, Kentucky, West Virginia, Pennsyl¬ 
vania, New York and Massachusetts. 
This is the final year of the station’s cur¬ 
rent three-year contract, although it 
holds an option for three more years. 
In addition to the Browns’ 14 league 
games, were will originate six preseason 
contests including a Sept, 5 doubleheader 
that will be played in Cleveland. Spon¬ 
sors on the network include Carling 
Brewing Co, through Lang, Fisher &Stas- 
hower. Standard Oil of Ohio through Mc- 
Cann-Marschalk, General Cigar through 
Young k Rubicam, Midwest Volks¬ 
wagen through Kite Advertising, and 
Household Finance placed direct. The 
sponsorship combinations vary on the 
network. Due to the conflict of certain 


Browns’ games with Cleveland Indians* 
games, woar Cleveland will handle live 
coverage of four preseason and three 
regular games and were will air them 
on a delayed basis. Were will air pre¬ 
game sideline interviews sponsored by 
Weintraub Clothiers through Cohn & 
Canfield Advertising and the post-game 
scoreboard is sold to Exide and Willard 
Batteries through Charles Getz k As¬ 
sociates. Exide and Willard are also 
sponsoring the Blanton Collier Show as 
a pregame Sunday feature. Mr. Collier, 
head coach of the Browns, also will 
have a five-minute daily program on 


Antitrust exemptions 

The Senate Judiciary Commit¬ 
tee approved a bill to give new 
exemptions from the antitrust 
laws to professional team sports 
including football, Tuesday (Aug. 
4) and added a warning that it 
would watch to see whether tele¬ 
vised games hurt amateur con¬ 
tests on Friday nights and Satur¬ 
days. 

Two amendments to bar pro¬ 
fessional football telecasts at those 
times have been urged by high 
schools and colleges. The com¬ 
mittee said it felt '*great concern” 
but believed action now would 
be “premature.” 

However, it said in a report ac¬ 
companying the sports bill, “if 
abuses occur in the future, then 
the Congress will be asked to re¬ 
consider these amendments.” 

None of the provisions of the 
bill, S. 2391, would affect sports 
broadcasts. 


WERE sponsored by Union Commerce 
Bank through Meldrum k Fewsmith. 
Gib Shanley and Jim Graner will an¬ 
nounce the games. 

Wews(tv) Cleveland will cover two 
of the preseason games. One-quarter 
sponsors for these games are Superior 
Provisions through Marcus Advertis¬ 
ing, Rzepka Builders through Jack 
Sharp Advertising, Lawson Milk through 
Mark Weiss Advertising and C. Schmidt 
k Sons through Line Allen Advertising. 
The regular season road games will be 
seen on wjw-TV where a pregame Best 
of the Browns show has been sold to 
J. P. Stevens through McCann-Erick¬ 
son, Shaker Motors through Bud Wen¬ 
dell Advertising and Painting Decora¬ 
ting Institute through Joe Manak Ad¬ 
vertising. Ken Coleman and Warren 
Lahr will handle the play-by-play and 
color for the TV games. 

Dallas Cowboys ■ Klif Dallas will 
originate the Cowboys’ 19-game pre 
and regular season schedule for a 15- 


station network. Household Finance 
Corp. placed direct will again sponsor 
one half on the network and General 
Cigar Co. through Young k Rubicam 
has signed for a quarter with a quarter 
still open. Hamm’s Beer through Camp- 
bell-Mithun may again pick up some of 
the open availabilities on the network 
stations as it did last year. Pre and 
post-game shows will be on klif only, 
but these have not been set yet. Jay 
Randolph and Gary Delaune will do the 
play-by-play and color, 

Krld-tv Dallas will show the Cow¬ 
boys’ exhibition games on tape the fol¬ 
lowing day. Associated Grocers through 
Sam Bloom Advertising will sponsor one- 
half of the games and one-quarter spon¬ 
sors will be Lion Oil Co. through Ridg- 
way Hirsch k French, and Delta Steel 
Buildings through Glenn Advertising. 
Frank Clieber and Don Paul will an¬ 
nounce and do color for the TV games. 

Detroit Lions ■ Wjr Detroit will feed 
the Lions’ games to a statewide radio 
network of about 35 stations. The five 
preseason and 14 league games will go 
to the full network but wjr will not 
take two preseason games which conflict 
with the Detroit Tigers’ schedule. Re¬ 
turning sponsors are Marathon Oil Co. 
through Campbell-Ewald for a half and 
National Brewing Co. for its Altes Beer 
through W. B. Doner for a quarter. 
General Cigar Co. through Young & 
Rubicam has the other quarter. On 
WJR the pregame Lions Press Box will 
again be sponsored by the Detroit Re¬ 
gion Plymouth Dealers Advertising As¬ 
sociation through N. W. Ayer and the 
post-game Scores and Flighlights pro¬ 
gram also has been renewed by Packer 
Pontiac through MacManus, John & 
Adams. Bob Reynolds and Bruce 
Martyn will do the games. 

Wjbk-tv Detroit, which covered 
three preseason games last year, is cov¬ 
ering all five this year on a one-day tape 
delay. The games, which are sold local¬ 
ly, also are being fed to wkzo-tv Kala¬ 
mazoo and wwtv(tv) Cadillac, both 
Michigan. The sponsors on wjbk-tv 
are Marathon Oil for a quarter, and 
three Doner accounts: R. G. Dun Ci¬ 
gars for a quarter; Food Fair Super¬ 
markets and Faygo Beverages, each an 
eighth. During the regular season, 
WJBK-TV has two pregame shows: Pro 
Press Box is sold for the fourth year to 
Hughes-Hatcher-Suffrin through Reilly 
Bird Associates, and Voice of the Fans 
is co-sponsored by Tennessee Sausage 
Co. through Wines-Dewitt Advertising 
and Squirt Detroit Bottlers through 
Ross Roy Advertising. The post-game 
scoreboard is sold to Household Fi¬ 
nance placed direct. Van Patrick and 
Jim Morse will do play-by-play and 
color. 

Green Bay Packers ■ Wtmj Milwau¬ 
kee will feed a seven-station radio net¬ 
work the five-game exhibition series and 
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the 14 regular season games. Thorp Fi¬ 
nance Corp. through Klau-Van Pieter- 
som Dunlap has renewed for one-half 
sponsorship on the network and La 
Palina cigars through Compton and 
Employers Mutuals of Wausau through 
J. Walter Thompson have each renewed 
for one-quarter network sponsorship. 
On WTMJ» Humble Oil through Mc- 
Cann-Erickson has renewed the pregame 
Packers Preview, John Ernst Cafe 
through Naercklein Advertising will 
sponsor the post-game Packers Score¬ 
board. Ted Moore will do the radio 
play-by-play. 

For the second year wbay-tv Green 
Bay, Wis., has organized a tape network 
for the five exhibition games. The Satur- v 
day games will be taped and replayed 
Sunday afternoons. Other stations in 
the network are wkbt(tv) LaCrosse, 
wrsc-TV Madison, wsau-t.v Wausau, 
wiSN-Tv Milwaukee, all Wisconsin, and 
WLUC-Tv Marquette, Mich. The games 
will be sold locally. On wbay-tv the 
sponsors are Ford Dealers Association 
placed direct; Wisconsin Telephone Co. 
through Cramer-Krasselt; Hamm’s Beer 
through Campbell-Mithun, and Ferron’s 
Clothing Chain placed direct. Wbay-tv 
is also taping the Vince Lombardi 
Show each Thursday evening through 
the season and providing it for replay 
on WSAU-Tv, wisc-TV, WLUC-TV and 
WTMJ-TV Milwaukee. The program 
with the Packers head coach is one-half 
sponsored by Schlitz for Old ^Sfilwau- 
kee Beer through Post-Keyes-Gardner: 
The other half is sold locally. The pre¬ 
game show to the Packers* road games 
will be sponsored by International Har¬ 
vester Dealers placed direct on wbay- 
tv. The station’s Saturday evening 30- 
minute Packer Highlights is sponsored 
by P. Lorillard and Mennen, both 
through Grey Advertising. The Sunday 
evening 10-minute Packer Highlights 
has been sold to Fairmont Foods 
through Tatham-Laird. The Sunday 
show is also fed to wluc-tv. A one- 
hour special Packer Rookie—Lambeait 
to Lombardi is set for Sept. 1 I and has 
been sold to Wisconsin Telephone Co. 
Earl Gillespie and Tony Canadeo will 
do the play-by-play and color for the 
Packers on TV. 

Los Angeles Rams ■ Kmpc Los An¬ 
geles will feed the Rams’ 14 league and 
four preseason games to an 18-station 
radio network in California, Nevada and 
Arizona. Bob Kelley, Bill Brundige and 
Steve Bailey will announce the games, 
which are sponsored by Standard Oil 
of California and E&J Gallo Winery, 
both through BBDO; Household Fi¬ 
nance Corp. through Needham, Louis 
& Brorby, and Southern California 
Chrysler-Plymouth Dealers through N. 
W. Ayer, each one quarter. The pre¬ 
game Rams Warmup and post-game 
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Rams Report are fed Jo the network for 
local sponsorship. On Kmpc, Warmup 
is sponsored by Alpha Beta Markets 
through McManus, John & Adams and 
Report by Bonanza Air Lines through 
Hal Stebbins. 

KTLA(tv) Los Angeles will cover the 
five Rams’ preseason games, showing 
the four home contests in color on tape 
the following day. The fifth game to be 
played in Portland, Ore., will be shown 
live in black-and-white. Allstate In¬ 
surance through Leo Burnett and Sea¬ 
board Finance through Grey will take 
one-quarter of these games. Other spon¬ 
sors are John Morrell & Co. through 
Anderson-McConnell; Lever Bros, for 
Lifebuoy through BBDO, and United 
Air Lines through Ayer. The pre and 
post-game shows on ktla featuring Fred 
Hessler and Rams coaches will be one- 
third sponsored by P. Lorillard for Erik 
^cigars .through Grey Advertising. Other 
sponsors are not set. On knxt(tv) Los 
Angeles, where Mr. Kelley and Gil 
Strattdn will announce the road games 
from the network, the pregame Pro 
Football Review with Bill Keene and 
Don Paul will be two-thirds sponsored 
by J. P. Stevens through Campbell- 
Ewaid. The remaining third is still open 
and definite plans for the post-game 
show aren’t set. 

Minnesota Vikings ■ Wcco Minne¬ 
apolis has a new three-year contract 
with the Vikings and will feed the five 
exhibition and 14 league games this 
year to a 28-station regional radio net¬ 
work, North Star Features of Minneap¬ 
olis will line up and provide services for 
the network. The games are sold locally. 
On wcco, the co-sponsors are Federal 
Savings & Loan through M. R. Balin 
and Northwest Ford Dealers Associa¬ 
tion through J. Walter Thomoson. The 
pregame show on wcco is sold to H-A 
Hair Arranger through R. Jack Scott 
Advertiting and the post-game is avail¬ 
able. Ray Christiansen will do play-by- 
play and Paul Giel the color. 

Wcco-Tv Minneapolis-St. Paul will 
have a pregame show sponsored by T. 
B. Allen Associates through Fyten Ad¬ 
vertising and Bach Millwork placed di¬ 
rect, Herb Carneal and Clayton Tonne- 
maker will do the television air work. 

New York Giants ■ Wnew New York 
and Ivy Broadcasting Co. have new 
three-year contracts with the Giants, 
and for 1964 the 19 preseason and 
league games will be fed to a radio net¬ 
work of about 100 stations in the east¬ 
ern U. S. More than 90 stations are 
now signed in New York, Pennsylvania, 
New Jersey, Massachusettes, Vermont, 
Maine, Connecticut, New Hampshire, 
Virginia, Alabama, Georgia, Mississippi, 
Louisiana and Florida, giving the Giants 
the largest network in pro football. 
There will actually be two feeds of the 


games, one on wnew and the other for 
the network. On wnew the games will 
be sponsored by A&P through Gardner 
Advertising, Ballantine Beer through 
William Esty, Howard Clothes through 
Mogul, Williams & Saylor and Liggett 
& Myers through J. Walter Thompson, 
each one-quarter. The Pro Football 
Preview with Kyle Rote is sold to Schick 
Electric Shavers through Norman, Craig 
& Kummel and Schraflft’s through Mc- 
Cann-Marschalk. The Locker Room 
Report, under the same sponsorship, will 
feature Joe Hasel, A1 De Rogatis and 
Mr. Rote. The post-game show is the 
only simulcast to wnew and the net¬ 
work with Ballantine buying it for 40 
stations on the northern loop. Elsewhere 
on the network the package is being 
sold locally. Ivy’s pregame show will be 
handled by Don Smith and Woody Er- 
man. Marty Glickman will again do 
play-by-play of the games with Messrs. 
Rote, Hasel and De Rogatis on color. 

Wpix(tv) New York will feed the 
Giants* five preseason games to a five- 
station TV network of wten(tv) Vail 
Mills-Albany, when-tv Syracuse, winr- 
Tv Binghamton, all New York; wdau- 
tv Scranton-Wilkes-Barre, Pa., and 
WHNB-TV New Britain, Conn. Three of 
the games will be live and two will be 
taped for delayed broadcast. Alberto- 
Culver through JWT and Ballantine 
are one-quarter sponsors on the net¬ 
work; other sponsors are Lever Bros, 
through BBDO, Chase Manhattan Bank 
through Ted Bates and Swank Jewelry 
through Shaller-Rubin. One-fifth spon¬ 
sorship is still open. Chris Schenkel and 
Pat Summerall will do play-by-play and 
color for the preseason games and the 
league road games that will be shown 

on WCBS-TV. 

Philadelphia Eagles ■ Wcau Phila¬ 
delphia will feed the Eagles’ games to 14 
radio stations in three states this year, 
compared with a 12-station network last 
year. In the first year of a new five- 
year contract wcau will cover the five 
preseason and 14 league games. Carling 
Beer through Lang, Fisher & Stashower, 
Tastykake through Aitken-Kynett and 
Philadelphia Dodge Dealers Associa¬ 
tion through BBDO will each sponsor a 
quarter on the network. A quarter is 
sold locally and Household Finance 
through Needham, Louis & Brorby has 
picked up this segment on wcau. A 
10-minute pregame show with Bill 
Campbell is sold to Admiral Dealers. 
A 10-minute pregame Eagles Football 
Preview with Tom Brookshire and a 
10-minute post-game show will be spon¬ 
sored alternately by Howard Hill Furni¬ 
ture and Fidelity-Philadelphia Trust Co. 
Messrs. Campbell, Brookshire and Fred 
Cusick will do the broadcasts. 

WcAU-TV Philadelphia will present 
taped broadcasts of three exhibition 
games and taped highlights of a fourth. 
The games are sold to Ballantine Beer 
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through William Esty, General Cigar 
through Young & Rubicam and Alberto- 
Culver through JWT. Jack Whitaker 
and A1 Pollard will do the play-by-play 
and color for all the televised games. 

Pittsburgh Steelers ■ Kdka Pittsburgh 
gets the Steelers’ games this season in 
the first year of a two-year contract, and 
will feed a 35-station network in three 
states. Carling Brewing Co. through 
Lang, Fisher & Stashower is buying one- 
quarter on the full network, with the re¬ 
maining three-quarters to be sold local¬ 
ly. Household Finance through Need¬ 
ham, Louis &Brorby has purchased one- 
quarter on KDKA and selected markets 
on the networks. An eighth on kdka 
has been sold to Misco department 
stores through Carlton Advertising. 
Four exhibition games plus the 14- 
game regular season schedule will be 
carried on the full network with Tom 
Bender and Jack Fleming doing the 
play-by-play and color. Fifteen-minute 
pre and post-game shows will be car¬ 
ried on the network with local sponsor¬ 
ship. The Lincoln-Mercury Dealer As¬ 
sociation through Kenyon & Eckhardt 
is sponsoring the pregame show on 
kdka, and the post-game program will 
be co-sponsored by Busy Beaver Inc. 
through Marc & Co. and Howard John¬ 
son through Farnol Advertising. A 15- 
minute Saturday evening program will 
also be carried on the network under 
local sponsorship. The Buddy Parker 
Show will feature the Steelers' head 
coach and Bob Prince, Pittsburgh Pirates 
announcer, with coach Parker answer¬ 
ing listeners’ questions. The show is sold 
on KDKA to Brookline Savings through 
Louis J. Saute]. 

On KDKA-Tv, which will carry the 
Steelers’ road games from CBS-TV, a 
pregame show with Mr. Prince will be 
sponsored by J. P. Stevens for its NFL 
Slacks through McCann-Erickson and 
Brookline Savings. Joe Tucker and 
John Sauer will do play-by-play and 
color for the Steelers on TV. 

St, Louis Cardinals ■ Kmox St. Louis 
again is originating a regional network 
feed of the Cardinals’ games to about 
40 stations. The radio rights are owned 
by FalstaflF Beer which will sponsor one- 
half through Dancer-Fitzgerald-Sample. 
Bayuk Cigars through Modern Mer¬ 
chandising will sponsor one-quarter with 
the St. Louis Region Chrysler-Imperial 
Dealers through Young & Rubicam 
picking up a quarter. The pregame show 
on KMOX is still open and the post-game 
Star of the Game has been sold to God¬ 
dard Motors placed direct. Gene Kelly 
and Jim Butler will do play-by-play 
and color. 

Kmox-tv will cover four of the pre¬ 
season games on tape and one live. Fal- 
staff will sponsor a half with the re¬ 
mainder participating. During the regu- 
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lar season, the network games will be 
preceded by the Big Red Huddle, a 15- 
minute show sponsored by J. P. Stevens 
through McCann-Erickson and Roose¬ 
velt Federal Savings & Loan through 
Judd Advertising. Jack Drees and Bill 
Fischer will handle the play-by-play and 
color. 

Sau Francisco 49er$ ■ Ksfo San 
Francisco will feed the five exhibition 
and 14 regular-season games to 14 other 
radio stations in California, Nevada and 
Hawaii. Standard Oil of California 
through BBDO and Chrysler-Plymouth 
through Young & Rubicam and N. W. 
Ayer have renewed for one-quarter 
sponsorship each. Other one-quarter 
sponsors are United Vintners for Italian 
Swiss Colony Wine through Honig- 
Cooper & Harrington and Household 
Finance Corp. through Needham, Louis 
& Brorby. Bob Fouts and Lon Simmons 
will do the play-by-play and Russ 
Hodges will do color. On ksfo the pre¬ 
game Clubhouse with Mr. Hodges will 
be sponsored by the Bay Area Chrysler 
Dealers through Y&R and the post-game 
Press Box Review with Mr. Simmons by 
Armour & Co., also through Y&R. 

Three of the 49ers" exhibition games 
will be shown on ktvu(tv) Oakland- 
San Francisco. These games, the first 
televised exhibition games since 1961, 
will also be sponsored by Standard Oil 
of California and United Vintners. The 
pregame show will be sponsored by 
Jenkel-Davidson Optical Co. through 
L. C. Cole and the post-game program 
by Bob Sykes Dodge through R. Bender 
& Co. Mr. Fouts and Gordy Soltau will 
do the announcing for the exhibition 
games and the network road games that 
will be shown on kpix(tv) San Fran¬ 
cisco. The pregame warmup on kpix 
by Frank Dill will be co-sponsored by 
California Insurance Agents through 
Doremus & Co. and J. P. Stevens 
through Campbell-Ewald. Sponsors and 
plans for the post-game show are not 
yet set. 

Washington Redskins ■ Wmal Wash¬ 
ington takes over radio rights to the 
Redskins in 1964 and 1965. Steve Gil- 
martin will do the play-by-play and 
Chuck Drazenovich will do color for the 
19-game schedule, which includes five 
exhibitions. The Redskins radio net¬ 
work has 50 stations. National Beer 
through W. B. Doner is one-quarter 
sponsor on the network, with the re¬ 
maining three-quarters for local sale. 
On WMAL the other sponsors are Dodge 
Dealers through BBDO, Washington 
Gas Light Co. through Kal, Erlich & 
Merrick and Tastykake through Aitken- 
Kynett. Wmal will also have locally 
a 10-minute pregame show with Bobby 
Mitchell of the Redskins sponsored by 
Pepsi-Cola through KE&M, and 10- 


minute pre and post-game shows from 
the field with Mr. Gilmartin. The pre¬ 
game show is sponsored by Herson’s 
Insurance through Dennenberg & Him- 
melfarb and the post-game show by 
Household Finance Corp. through 
Needham, Louis & Brorby. During the 
training season Sam Huff of the Red¬ 
skins is giving a daily l5-niinute report 
from the Carlisle, Pa., camp. A half- 
hour Monday night fan-participation 
program with Redskins head coach Bill 
McPeak will be heard during the season. 

Wtop-tv Washington is carrying three 
of the five exhibition games and will 
carry the Redskins’ road games from the 
network. In addition the station will 
carry a Friday night game between the 
Redskins and New York Giants from 
New York. Sponsors for that game are 
General Cigar through Young & Rubi¬ 
cam; National Brewing and Coca-Cola 
through McCann-Erickson, all one-quar¬ 
ter; Norelco through C. J. LaRoche and 
Colgate-Palmolive, Ted Bates, each one- 
eighth. Jim Gibbons and Eddie Gal- 
laher will announce the games on TV, 
A 15-minute Pregame News Conference 
with coach McPeak will precede each 
game on wtop-tv and be sponsored by 
J. P. Stevens Co. through McCann- 
Erickson. 

AMERICAN LEAGUE 

Boston Patriots • Weei Boston will 
originate the Patriots' 19-game exhibi¬ 
tion and regular schedule for a nine- 
station New England radio network. 
The Lincoln-Mercury Dealers Associa¬ 
tion of New England through Kenyon & 
Eckhardt has one-quarter network soon- 
sorship and Ballantine Beer through 
William Esty has one-quarter on weei. 
The remaining sponsorship is pending. 
Bob Gallagher and Fred Cusick will 
broadcast the games and Mr. Gallagher 
also will do the 10-minute pre and post¬ 
game shows. 

Wnac-tv Boston may do one exhibi¬ 
tion game and will take 14 from ABC- 
TV and feed two games to the network. 

Buffalo Bills ■ Wben Buffalo will 
originate the Bills’ games to a 10-station 
radio network in New York and 
Pennsylvania. International Breweries 
through Marcus Advertising has bought 
one-quarter on when; one-half on the 
network. The other half of the network 
will be sold locally. Other sponsors on 
WBEN are Western Savings Bank of Buf¬ 
falo and Oil Heat Institute of Western 
New York, each one-quarter; F&W 
Oldsmobile and Milk for Health on the 
Niagara Frontier, each one-eighth. Pre 
and post-game shows with Van Miller 
will be on wben only. The 10-minute 
pregame show is sold to National Lead 
Co. for Dutch Boy Paints through Mc- 
Cann-Marschalk and the five-minute 
post-game scoreboard will be sponsored 
by Tobin Packaging Co. through Storm 
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Mr. Advertiser, 
Do you know 
a good thing 
when you 
see it? 


Like 

availabilities 
in MGM Post MS 
feature films, 
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way to 
schedules on 
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KTBC.. .Ausiint Texas 
KGMB.. .Honolulu, Hawaii 
WJXT.. .Jacksonville, Flo't'ida 
KORK.. .Las Vegas, Nevada 
KOCO.. . Oklahoma City, Okla. 
KOLO.. . Reno, Nevada 
WDBJ.. . Roanoke, Va. 
yf TWO... Rockford, Illinois 
KOTV.. . Tnlaa, Okla. 
KMVT.. . Twin Falls, Idaho 
IVFM J.,. Youngstown, Ohio 



Advertising. Ralph Hubbell and Mr. 
Miller will do the broadcasts. 

Wkbw-tv Buffalo will show at least 
two exhibition games co-sponsored by 
Genesee Beer through McCann- 
Marschalk and Marine Trust Co. 
through BBDO, Charley Jones and Rick 
Azar will do the play-by-play and color 
on these games, A weekly 30-minute 
show of game highlights with Mr. Azar 
also will be sponsored by Genesee and 
Marine Trust. A 30-minute pregame 
show with Mr. Azar during the regular 
season is under the same sponsorship. 
Wkbw-tv will feed four games to and 
take 12 games from the network. 

Denver Broncos ■ Ktln Denver will 
carry the five exhibition and 14 league 
games of the Broncos, and will feed 
the games to stations of the Intermoun¬ 
tain Network. About a dozen stations 
are expected to join the feed. Bob 
Martin will do play-by-play and Joe 
Finan the color. Sponsorship on ktln 
is not fully set. 

Kbtv(tv) Denver will feed six Bron¬ 
cos’ games to ABC-TV and take nine 
games from the network. 

Houston Oilers ■ Kxyz Houston will 
feed the 19-game exhibition and regu¬ 
lar Oilers’ schedule to a 10-station radio 
network. Hamm’s Beer through Camp- 
bell-Mithun had previously exercised 
full sponsorship. However, this year it 
holds the basic rights and will sponsor 
one-half on the network. Ben Gordon 
Finance through Aylin Advertising will 
sponsor one-quarter on the network with 
the remaining one-fourth open. The pre 
and post-game shows with A1 Jamieson 
will be sold locally. On kxyz the pre¬ 
game show is sold to Jacobe Pearson 
Lincoln-Mercury through Aylin and the 
post-game program to College Inn 
Restaurant direct. Frank Fallon will do 
play-by-play and Mr. Jamieson the 
color, 

Ktrk-tv Houston will take 11 games 
from ABC-TV and feed five games to 
the network. 

Kansas City Chiefs ■ Kcmo Kansas 
City, Mo., will feed the Chiefs’ games 
this year to a network expected to be 
about 25 stations (11 stations now 
signed in Kansas and Missouri). The 19 
games, including five exhibitions* will be 
sponsored for one quarter on the net¬ 
work by Interstate Securities through 
Rogers & Smith Advertising. Schlitz 
Beer through Mace Advertising will 
sponsor one quarter on kcmo and may 
take the network. Sponsorship of the 
remaining half is pending. Business¬ 
men’s Assurance Co. through Potts- 
Woodbury has renewed the 15-minute 
pregame Pow Wow, and the five-minute 
post-game Scoreboard will be sponsored 
by the Golden Ox Restaurant through 
Fermerman Papin Advertising. Tom 
Hedrick and Bill Grigsby will handle 
the play-by-play and color. 

Kmbc-tv Kansas City, Mo., will take 


nine games and feed seven to ABC-TV. 
The pregame 15-minute feature, Petti- 
coat Quarterback, featuring interviews 
with wives of players is not yet sold. 
A 15-minute pregame AFL Kickoff, is 
two-thirds sponsored by Interstate Secu¬ 
rities through Rogers & Smith, with one- 
third open. The post-game All Pro 
Scoreboard is also sponsored one-half 
by Interstate Securities with one-half 
open. 

New York Jets ■ Wabc New York 
begins a five-year contract this season 
with the Jets, There is no network. One- 
quarter has been sold to the Lincoln- 
Mercury Dealers of New York through 
Lennen & Newell; one-quarter to Hess 
Oil placed direct and one-quarter to 
Carling Beer through Lang, Fisher and 
Stashower. The remaining quarter sale 
is pending. Howard Cosell will do a 
10-minute pregame show and Otto 
Graham a 10-minute post-game pro¬ 
gram. Mr, Graham will do color on the 
games and Merle Harmon will handle 
the play-by-play. 

WoR-TV New York will carry the 
Jets’ five preseason games with Clure 
Mosher and Benny Friedman doing the 
play-by-play and color. Schaefer Beer 
through BBDO and Chrysler Dealers of 
New York through Young & Rubicam 
each have one-quarter, and R. J. Reyn¬ 
olds through William Esty has one- 
eighth. Other sponsors are Chesebrough 
Pond’s through Norman, Craig & Kum- 
mel, Lever Bros, through BBDO, Rev¬ 
lon through Grey Advertising, Arm¬ 
strong Rubber through L&N, Chase 
Manhattan Bank through Ted Bates 
and Castro Convertibles through Tele¬ 
radio Advertising. Wabc-tv New York 
will feed two games to ABC-TV and 
take 14 games from the network. 

Oakland Raiders “ For the second 
year Raiders’ games will be heard on 
KDU Oakland, with Bob Blum and Dan 
Galvin doing the play-by-play and color. 
Kdia will feed 13 other California radio 
stations the 19-game schedule, including 
five exhibitions, Anheuser-Busch for 
Busch Bavarian Beer through Gardner 
Advertising has purchased a quarter of 
the network with a quarter to be sold. 
The other half is sponsored locally. 
Sheet Metal Contractors Industry and 
Educational Fund, both direct, will 
sponsor the local half on kdia. Quarter- 
hour pre and post-game shows will be 
done by Mr. Blum. One-half sponsor¬ 
ship of these shows has been sold to 
Galileo Salami through Rice-Reichen- 
bach, and Cobbledick-Kibbe Glass Co. 
through Louis Landau, 

Kgo-tv San Francisco will feed five 
games to the network and take nine, 

San Diego Chargers ■ Kfmb San 
Diego will carry the Chargers this sea¬ 
son in the last year of a three-year con¬ 
tract. There are no definite plans for 
a network. Union Oil through Smock, 
Debnam & Waddell and Home Federal 
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Savings & Loan Association, through 
Lane & Huff, will again co-sponsor the 
five exhibition and 14 league games. 
The pre and post-game shows will be 
sponsored by the San Diego County 
Plymouth Dealers Association, through 
N. W. Ayer, and Anheuser Busch, 


The dramatic rise of television, lur¬ 
ing both audience and sponsors, has 
reduced radio’s role in football cover¬ 
age, but the medium is far from a “grid¬ 
iron corpse/’ It is being used extensive¬ 
ly by oil companies in particular. 

A sampling by Broadcasting of ra¬ 
dio stations throughout the country indi¬ 
cates there is still a healthy respect for 
the power of the aural medium by many 
advertisers, especially oil companies, 
and by listeners for the broadcasts of 
college football games. 

An executive at one of the leading 
advertising agencies in New York, 
whose clients had been active for years 
in sponsorship of college football on 
network and regional radio, offered this 
evaluation: 

“With the advent of television, some 
advertisers could no longer afford to 
continue with radio. TV had attracted 
much of the audience and it no longer 
made sense to stick with radio. This 
was particularly true in the northeast 
part of the country, which is saturated 
with TV football. 

State Hook-Ups ■ ‘Today, in some 
parts of the country, such as certain 
areas of the South, Southwest and Far 
West, there is still a healthy interest in 
college football and various state radio 
hook-ups have been arranged. This is 
particularly true in areas away from the 
large metropolitan centers where pro 
football games on TV attract huge audi¬ 
ences.” 

The regional distribution patterns of 
oil companies are conducive to the 
establishment of state and regional ra¬ 
dio networks covering the games of out¬ 
standing teams in these areas. For a 
comparatively modest investment, oil 
sponsors attract substantial and loyal 
audiences, one petroleum company of¬ 
ficial noted. 

A summary of oil company activity in 
radio coverage of college football fol¬ 
lows: 

Humble Oil Co., Houston, is believed 
to be the most extensive purchaser of 
college football games on radio, spon¬ 
soring the entire Southwest Conference 
teams each week on a regional hook¬ 
up of stations in Texas as well as con- 
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through Gardner Advertising. Lyle 
Bond will do play-by-play and Rod 
Page the color. Xetv(tv) Tijuana-San 
Diego will feed six games to the net¬ 
work and take 10 games from ABC-TV. 
Pre and post-game shows are planned 
but not yet set. 


tests in the Midwest and Far West. 
Robert Gray, director of advertising 
and promotion for Humble, declined 
to provide details, however, because of 
competitive considerations. He noted 
that Humble has been active in the col¬ 
lege football radio area for a number 
of years. Humble’s agency is McCann- 
Erickson, Houston. 

Texaco Likes Radio ■ Texaco Inc., 
New York, has been participating in 
the sponsorship of college games on ra¬ 
dio since 1954 and begins its llth 
year with half sponsorship of the con¬ 
tests of seven schools, each playing 10 
games. In each case, a lineup of sta¬ 
tions in the home states of the college 
has been set up. Through last year, 
Texaco had full sponsorship of these 
games. 

The schools and the number of sta¬ 
tions Texaco has bought are: Univer¬ 
sity of Alabama (8); University of 
Georgia (9); Miami University (6); 


University of Mississippi (13); Univer¬ 
sity of South Carolina (7); University 
of Tennessee (6) and Tulane University 
(7). 

The Continental Oil Co., Houston, 
has been sponsoring the games of the 
U. S. Air Force Academy for several 
years. For 1964, Conoco will present 
a 10-game schedule, starting Sept. 19, 
on 12 radio stations in Colorado. 

The Union Oil Co. of California, 
Los Angeles, begins its fourth year of 
sponsorship of Oregon State University 
football games this fall on a regional 
network of 25 stations, primarily in 
Oregon and, to a lesser extent, in the 
state of Washington. Ten games will 
be broadcast. The agency for Union 
Oil is Smock, Debnam & Waddell, Los 
Angeles. 

Philips Petroleum had, in the past, 
sponsored Brigham Young University 
and Boston College schedules on region¬ 
al hookups, but a spokesman reported 
last week it had no plans for radio 
coverage this year. 

Similarly, the Atlantic Refining Co., 
which for many years was the big gun 
in radio sponsorship of college football 
games, has no plans for radio coverage 
this year. A spokesman said that Atlan¬ 
tic’s present approach is to utilize year- 
round sponsorship of news and weather 
programs on radio-TV plus sponsorship 
of major league baseball games on both 
media in the summer. 

Gulf has 150 games » Gulf Oil Corp., 
Pittsburgh, has been an extensive ad¬ 
vertiser of college grid games on radio 
for the past several years, and this fall 


Radio revenues of major college conferences 


Conference 

Schools 

Stations 

Rights 

Atlantic Coast 

8 

230 

$ 55,500 

AAWU 

8 

100 

240,000 

Big 8 

8 

110 

74,000 

Big 10 

10 

270 

200,500 

Big Sky 

6 

21 

1,300 

California CAA 

5 

10 

1,000 

Far West lAC 

6 

6 

2,500 

Ivy League 

8 

42 

44,000 

Mid-America 

7 

17 

2,700 

Missouri Valley 

8 

12 

19,000 

Ohio Valley 

8 

15 


South Eastern 

11 

300 

215,000 

Southern 

9 

77 

52,250 

South West 

8 

150 

80,000 

Western Athletic 

6 

51 

20,000 

WCAC 

8 

10 

18,000 

Yankee 

6 

27 

5,000 

Independents* 

26 

300 

144,900 

Total 

156 

1,748 

51,175,650 

*Does not include 

Notre Dame and 

stations on ABC 

Radio network 


which carry the games. 


Oil companies buy radio hook-up 

Loyal fans follow their college teams on aural medium 
in spite of television’s glamour and appeal of the pros 
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